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 ABSTRACT  
This study was aimed at addressing the factors affecting customer satisfaction in government 
parastatals in Kenya. The specific objectives were to determine if service quality affects 
customer satisfaction at Kenya Pipeline Company; to establish whether promotion affects 
customer satisfaction at Kenya Pipeline Company; to examine whether perceived quality 
affects customer satisfaction at Kenya Pipeline Company and finally to establish if customer 
loyalty affects customer satisfaction at Kenya Pipeline Company. The significance of the 
study was to add literature reviews of other researchers that will be able to refer to it while 
conducting their studies and will be useful to Kenya pipeline company and other public 
organizations as they was able to understand the factors affecting customer satisfaction in 
government parastatals, this may greatly help organizations to redefine its approach with 
regard to customer satisfaction and will focus more on the improvement of  customer relations 
and increased benefits. The study used institutional theory and theory of planned behaviour 
with study variables were service quality, promotions, perceived quality and customer loyalty. 
The staff target population were 117 staff and a sample population of 45 respondents were 
chosen through stratified random sampling. The researchers used questionnaires as a primary 
data collection tool, and were administered by the researcher herself, data was analysed 
through descriptive statistics. Graphs, tables and pie chart were used for data presentation. 
The study established that customer satisfaction at Kenya Pipeline Corporation is affected by 
service quality and also determined that customer satisfaction at Kenya Pipeline Corporation 
is affected by perceived quality of services and goods. The researcher established that the 
majority are satisfied with customer care services at Kenya Pipeline Company. The study 
recommends that to ensure organization continues to offer excellence services to clients, the 
organization should a quality management mechanism that will always act like a benchmark 
to ensure quality service always. In order for the company to retain its image the management 
should ensure that service chatter is protected at all cost and this can be achieved when 
customer satisfaction is achieved, timely service delivery, quality service. The study 
concluded that the relation between customer satisfaction and customer service is very 
important for organization development and growth. Higher level of customer satisfaction has 
positive impact on the organization economic profit and contributes to the creation of loyal 
customers. 
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OPERATIONAL DEFINITION OF TERMS 
Customer Satisfaction : Fulfilling customers’ needs and demand within the 
expected given period of time  (Andersen & Gatignon, 
2012). 
 
Customer Service  : According to Brady, Cronin and Brand (2010) these 
are activities and programmes customers receive from 
their service providers to satisfy their needs.  
 
Performance Management : Organization alignment with individual’s organizations 
objectives to accomplish   organizational goals 
(Alhabeeb, 2012). 
Service Delivery :  Is a measure that relates output to the labor resource 
expected in producing that output. It’s a measure of 
efficiency with which labor is being utilized in 
production (Baner, 2007). 
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CHAPTER ONE 
INTRODUCTION 
1.0 Introduction 
The chapter outlines the study background, problem statement, study objectives, research 
questions, scope and significance of the study in relations to factors affecting customer 
satisfaction in government parastatals with reference to Kenya Pipeline Corporation as a study 
case.  
1.1 Background of the Study  
Organizations that are successful in customer care rank their customer experience as a top 
precedence (Anderson, 2013). Customer satisfaction is concept that is dynamic in nature as it 
changes very first; it measures how services and products surpass customer expectations.  
Customer satisfaction is an organization strength that needs to be managed and monitored just 
like other organization physical assets. According to Anderson, Lehmann and Farnell (2014) 
customer satisfaction process are all the machinery at the disposal of an organization.  
Concentrating on customer information helps organization to understand customer’s views 
and trends on the services provided.  The quality of service provided determines the level of 
satisfaction of the customer even though what is seen as quality by one customer may not 
necessarily be quality to another. 
The relation between customer satisfaction and customer service is very important for 
organization development and growth. Advanced customer satisfaction level has a positive 
impact on the organization profit and contributes to creation of loyal customers which 
translates to stable income for the organization (Anderson, Lehmann & Farnell 2014). The 
modern business place is extremely competitive and organization are required to have a 
competitive advantage  that makes them stand out , more appealing and interesting to 
potential and existing customers. Organization with better customer care is found to be among 
the best placed market leaders in terms of customer retention and sales. What keeps this 
organization a head is the superiority of product and services they provide in order to retain 
the customer which is the most valuable asset in the organization (Anderson, 2013). 
Customers’ expectations are derived from own accumulation of contracts with their service 
providers and they are generalized in terms of expectations from the services and goods 
provided. Many firms pay more attention to market share while they ignore customer 
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satisfaction not knowing when customer satisfaction start slipping it’s followed closely by 
market share erosion (Kotler, 2010). Customer satisfaction is achieved when quality customer 
service is delivered, that depends on establishing clear, concise and realistic service standards 
that are precise in meaning, short and to the point that can be measured, attainable and 
practical in nature.  The objective of firm is the creation of mutual beneficial relations with its 
clients (Fornell, 2012).  There are common mistakes employees make with their clients that 
include staff arguing with clients, being judgemental on customer’s purchasing power, poor 
communication skills, lack of interest on clients complain, employee interruptions among 
others (Woods, 2009).    
1.1.1 Kenya Pipeline Company Profile  
Kenya Pipeline Company (KPC) was established in 1973 as government of Kenya owned 
corporation and by 1978 its functions were commercialised under state corporation act section 
446 that was legalised in 1986. The organization is also governed by various regulations and 
legislations such as the finance act, public procurement regulations and performance 
contracting. The main objective of KPC is to provide safe, efficient, reliable and cost effective 
ways of transporting petroleum products from Mombasa to other parts of the country. The 
organization has constructed pipeline networks, loading facilities and storage facilities for 
distribution of petroleum products. The organization also process, market, treat, deal in 
petroleum goods and products and also offer transportation services of the petroleum 
products. The organization structure is headed by government appointed board of directors 
headed by non-executive chairman (Kenya Pipeline Company, 2017).     
1.2 Statement of the problem     
Conversely the introduction of performance appraisal system in 2006, the strategies of Vision 
2030 and the ISO policies, services delivered in public sectors have been found wanting. 
Organizational performance has become an essential concept in all institutions. Ideally, 
customers expect reliance and availability of services from organizations whether public or 
private. This concept has become more of a necessity in the recent past where certification has 
been viewed as key determinant in customer satisfaction and a way of organizational 
branding.  
Customer complains at KPC are not in a decline despite the facilities put in place by the 
organization, the management of KPC has been receiving complaints from social media, print 
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and none print media, some of the complains include non-response to phone calls, non-
adherence to payments contracts and poor employees attitudes among others, Customer 
satisfaction is one crucial issue that can determine organization survival. It has the most 
important effect on customer retention and in order to narrow it down, focus on customer 
service quality as one of the customer satisfaction factors. The underlying fact that most 
organizations despite is that they don’t know or have a clue what the client really thinks. 
Organization operates in a state of bliss that they believe that clients are anything less than 
hundred percent satisfied they would hear about it. Only to realise when the clients’ are 
looking for other options available in the market place.  
Several studies have been conducted in relation to customer satisfaction. In 2004 Corbett, 
Pagell and Curkovic examine after 3 years of certification in the United States if organizations 
have achieved improved performance on customer satisfaction. Their study established that 
for organization to archive customer satisfaction they require quality management system as a 
method of performing daily operations. The research drive was to identify the factors 
affecting customer satisfaction in government parastatals with reference to Kenya Pipeline 
Company.  
1.3 Objectives of the study  
The underlying aim of the study was to establish factors affecting customer satisfaction in 
government parastatals with reference to Kenya Pipeline Company as case study.  
1.3.1 Specific objectives  
i) To determine if service quality affects customer satisfaction at Kenya Pipeline 
Company.  
ii) To establish whether promotion affects customer satisfaction at Kenya Pipeline 
Company. 
iii) To examine whether perceived quality affects customer satisfaction at Kenya Pipeline 
Company. 
iv) To establish if customer loyalty affects customer satisfaction at Kenya pipeline 
company. 
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1.4 Research Questions  
i) Does service quality affects customer satisfaction at Kenya Pipeline Company.  
ii) Does promotion affects customer satisfaction at Kenya Pipeline Company. 
iii) To what extent does perceived quality affects customer satisfaction at Kenya Pipeline 
Company? 
iv) Does customer loyalty affects customer satisfaction at Kenya Pipeline Company? 
1.5 Significance of the Study  
1.5.1 Management of Kenya Pipeline Company 
The study is significant to the Kenya pipeline company and other public organizations as they 
will be able to understand the factors affecting customer satisfaction in government 
parastatals. The top management will use the information that may be of great benefit to the 
KPC with regard to customer satisfaction. This may greatly help it redefine its approach with 
regard to the same and have it focusing more on the same for improved customer relations 
and increased benefits.  
1.5.2 County and National Government  
The research findings will enable the government to understand and appreciate the importance 
of customer satisfaction in public organizations and will provide insights to develop and 
implement regulations and policies that will enhance improved customer relations. 
1.5.3 Future Researchers and Scholars  
The findings will be the reference point to other researchers in the same field that are 
interested in this area of studies, the study findings will be beneficial to forming the basis for 
future research on the subject, providing a critical examination of the field. The findings of 
this study will provide important information to future researchers interested in this area with 
references and relevant literature to complete their research work. 
1.6 Scope of the study 
The study was confined to Kenya Pipeline Company in industrial area Nairobi, County.  The 
study targeted senior management, middle level manager and non-management staff to 
provide answers to the questionnaires provided. However, the study was carried out during 
the month of August 2017 to October 2017. 
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1.7 Chapter Summary  
The chapter provides study background rationale for the proposed study of understanding the 
factors affecting customer satisfaction in government parastatals with reference to Kenya 
Pipeline Company and the setting required to put the research problem in to proper context 
and understanding in line with study objectives and research questions 
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CHAPTER TWO  
LITERATURE REVIEW   
2.0 Introduction  
This chapter the study has reviewed works that are related and consistent with study 
intentions. Clarification of the existing theories besides examination of the existing 
understanding of the main issues under the study in past studies. The chapter further presents 
empirical literature, research gaps to be filled and conceptual framework. 
2.1 Theoretical literature  
2.1.1 Institutional Theory  
This theory was established in 1984 by Goguen and Burstall. Institution theory  has put more 
emphasis on the organization environment are important in shaping firms structure and 
actions, the theory states that  organization decisions are not purely driven by rational goals of 
efficiency  but by cultural and social factors and apprehensions for acceptability . 
Organizations are elated by structures, routines, cultures and operate at several levels.  
According to institutional theory organizations become similar due to isomorphic pressure 
and pressure for sincerity. Which implies that organization in the same field tend to become 
homologous over time, as competitive and customer pressure motivate them to copy 
organization leaders. Organizations are likely to be induced to adopt what fellow organization 
by external isomorphic pressures from competitors, government, trading partners and 
customers. 
According to institutional theory organizations become similar due to isomorphic pressure 
and pressure for sincerity. Which implies that organization in the same field tend to become 
homologous over time, as competitive and customer pressure motivate them to copy 
organization leaders. Organizations are likely to be induced to adopt what fellow organization 
by external isomorphic pressures from competitors, government, trading partners and 
customers (Kato, 2009). 
2.2.2 Theory of Planned Behaviour 
This theory is an extension of another theory that is known as Theory of Reasoned Action that 
was developed in 1975 by Ajzen and Fishbein. This theory model is based on the premise that 
people make logical and reasoned decision to engage in certain behaviour, by evaluating the 
knowledge and information that is available to them. The behaviour performance of an 
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individual is determined by the intention to engage in it and the perception of the controlled 
behaviour in his control.   
In additional too subjective norms and attitudes the theory contributes to the concept of 
perceived behavioral control that is similar to self-efficacy. When an individual is given 
sufficient control over behaviour, people are expected to carry their intentions when any 
opportunities arise. And it emphasizes on the role played by knowledge necessary skills for 
performance. This theory was adopted for the study because individual assumes that decision 
making is rational but rather it incorporates both thoughtful and unforced decision making and 
behaviour is based on contradiction, occurrence and extent.    
2.2 Empirical Literature 
2.2.1 Service Quality 
A study  conducted  on 695 manufacturing  firms listed  on the stock market  by Cheng and 
Yeung (2007)  the study established  that  organization that are ISO 9000 certified have their 
operating cycle time reduced after the enactment which shortens the cycle after 5days , this 
organizations shows continuous improvement in real time based competence in the long run 
and proficient phase of eleven days, this include seven percent improvement in the operating 
cycle for both account receivables and inventory days. The study also established that 
irregular output is minimize by account receivable days thus implies that this organization 
could offer improved customer service and improved quality products. The discernment of 
quality service is that quality and service are both imperceptible and comprehend the 
intangible elements appraisal for client’s weather biased or personal (Anderson, 2013).  
According to Reeves and Bednar (2014) they define quality as value and excellence as being 
in concurrence to prearranged sets of requirements and being in a position to meet client’s 
expectations. Customer perceptions and expectations are both entirely subjective. However 
they define service quality as perceived by the customers as being a purely individual 
estimation curtailing from the position of the client. Quality is what every organization strives 
to thrive on and it’s a challenge to most organisation. Clients are more informed and increase 
in demanding quality product and services, they also confirm whether product brand is 
certified and it’s of good quality. According to Dibb, Pride, Mimikin and Farrell (2011) 
product quality level has an impact on the performance of organization which influence’s 
customer’s trust.  
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2.2.2 Promotion and Customer Satisfaction 
Wan-ping and Hseih-Hong (2010) examine the effects of relationship oriented promotion on 
customer loyalty in reference to the Airline industry. They studied the following variables 
satisfaction and trust with the aid of questionnaires to collect data and measure customer’s 
opinion and attitude. Their study used correlation and regression analysis for data analysis. 
The study established that relationship oriented promotion has a significant positive effect on 
satisfaction and trust; the study also established that satisfaction, commitment and trust are 
illustrative and powerful components for describing customer loyalty. Another study by 
conducted in 2014 by Ashraf on effects of consumer purchasing power and sales promotion 
techniques. He established that sales promotion are motivated by varies elements that include 
free samples, price discount, social and physical surrounding. The finds were in agreement 
with research conducted by Woo-Choon and Jin- Woo in (2013) that established there a 
significant relationship between sales promotion and customer satisfaction. 
Giuliani (2012) examined the variables that determine and affect consumer purchasing 
decision with reference to pricing which is significantly influenced by communication as a 
main factor that affects purchasing. The study established commodity price is accompanied by 
discount increases the perceived value by customers and also the value based on buyers 
perception of the product advantage. The findings are echoed by Ndubisi and Chiew (2006) 
who found out that product demand can be increased by offering price discount. Amor (2009) 
carried a study in a span of ten years on the significant of free samples as promotional tool for 
cosmetics and the finding were that  seventy five percent of cosmetics organizations use free 
samples to increase their product sales whereas fifty two percent don’t advertise their new 
products but offer them as promotion samples.     
2.2.3 Perceived Quality and Customer Satisfaction  
Jimenez and Casadesus (2008) researched on the customer quality perception and the 
responses were based on customers’ requirements and 21% represented new market access 
while 18% represented customer relationship management and 16% represented improved 
customer services and finally 8% were for client’s audits. The study further established that 
customer satisfaction increases purchasing power and organization experience less customer 
complains that influences external clients. Clients play an important role in quality 
management, because their demand products with higher standards therefore organizations are 
obligated in improving customer value proposition.  Clients are interested quality as planned 
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by suppliers who seek a way to guarantee quality of service delivery that will meet customers’ 
expectations.  Perceived quality provides values as pledge to firms and their customers those 
obvious and accepted processes though ISO 9000 certification is not mandatory as business 
requirements more business seems to acquire it from suppliers and partners, certification 
boost an organization assessment all the time the organization is judged against competition 
(Anderson, Fornell, & Lehmann, 2014).   
 
Quality is requirements in today’s life; the main issue of quality is outlined in customer 
satisfaction. Customer expectation and requirements of a particular product or service lies 
purely on their own understanding. Quality is managed and controlled through all processes 
within the firm. For organization to establish and maintain quality they are forced to adopt 
quality management system in the organization strategy. All these activities are essential 
pillars of excellence administration.  Organizations are constantly looking for modalities to 
improve and expand their business in terms of quality and quantity (Andeson & Fornell, 
2010). Willingness for organization to produce quality products is often in line with 
expectations on improved quality and factors perceived as important competitive advantage 
and success. One of the attributes of customer expectation is the quality of services and 
products on offer at the market; consequently the logical conclusion is that after sales 
evaluation is often stronger and more intense. The reasons way marketing departments aim at 
retaining customers and looking for new ones they understand they must meet their 
expectations. 
2.2.4 Customer Loyalty  
Organizations are motivated to provide clients with outstanding value and this is determined 
by internal corporate culture that influences superior levels of quality. Toffel and Berkeley 
(2001) established that customer loyalty increases growth in sales and lowers stuff turnover in 
organizations. Nguyen and Leblanc (2011) found out in their study that customer behaviour 
are determined and influenced by organization appearance; however what influences 
customers choice is purely perceived on the organization image. A research carried out by 
Tobe and Thomas in (2013) established that clients that are loyal are more profitable. And 
customer loyalty is expressed in terms of repeating buying; emotional loyalty that involves 
belief and vision of the organization.  Gremler and Brown (2009) in there research found out 
that customer loyalty shows positive attitudes for buying behaviour on products and services. 
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Customer’s loyalty shows high level of trust to a service or a product and also have a faith in 
the organization that manufacture the product or that provide the service and they divided 
customer loyalties in three groups namely behaviour, emotional and intentional loyalty. 
Emotional loyalty is client’s attitude towards the organization and its product or services; 
intentional loyalty is the possible customers purchasing intention while behaviour loyalty is 
the repeating buying behaviour. 
2.3 Summary and research gaps  
Customer satisfaction is achieved when quality customer service is delivered, that depends on 
establishing clear, concise and realistic service standards that are precise in meaning, short 
and to the point that can be measured, attainable and practical in nature.  The objective of 
organization is to create a mutual beneficial relationship between itself and its clients. 
Customer expectation and requirements of a particular product or service lies purely on their 
own understanding. Quality is managed and controlled through all processes within the firm. 
For organization to establish and maintain quality they are forced to adopt quality 
management system in the organization strategy.  
In 2004 Corbett, Pagell and Curkovic examine after 3 years of certification in the United 
States if organizations have achieved improved performance on customer satisfaction. Their 
study established that for organization to archive customer satisfaction they require quality 
management system as a method of performing daily operations. The research drive was to 
identify the factors affecting customer satisfaction in government parastatals with reference to 
Kenya Pipeline Company.  
. 
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2.4 Conceptual Framework 
The conceptual framework was presented in a schematic interpretation.  
Figure   2.1: Diagram showing the conceptual frameworks 
 
 
 
 
 
 
 
   
 
     
2.4 Operationalization of Variables  
Table 2.1: Table showing operationalization of variables  
Objective Variable 
Type 
               Indicators Type of Data 
Analysis 
To determine if service quality affects 
customer satisfaction at Kenya Pipeline 
Company.  
Service 
quality 
 Quality service 
 Quality products  
 Customer satisfaction 
Descriptive 
statistics 
To establish whether promotion affects 
customer satisfaction at Kenya Pipeline 
Company. 
Promotions   Discount on products 
 Increased sales 
 Service improvement 
Descriptive 
statistics 
To examine whether perceived quality 
affects customer satisfaction at Kenya 
Pipeline Company. 
Customer 
Satisfaction  
 Less complains  
 Customer relations 
 Effective 
communication  
Descriptive 
statistics 
To establish if customer loyalty affects 
customer satisfaction at Kenya pipeline 
company 
Customer 
satisfaction  
 Proper structures 
 Responsibilities 
 Quality service  
 Quality products  
Descriptive 
statistics 
 
Promotions  
 
Perceived Quality  
 
Service Quality 
 
Customer 
Satisfaction      
Institutional Theory  
Theory of Planned 
Behaviour 
Customer Loyalty  
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2.6 Chapter Summary  
Empirical and theoretical literatures are discussed in this chapter with relation to the customer 
satisfaction. The study has selected theories that are related to the study and has discussed 
literature in relations to study variables with the aim of exposing existing gaps in the field of 
customer relationship management, the conceptual framework has been developed from 
which the research methodology was chosen and data collected and analysis made in relation 
to study objectives.  
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CHAPTER THREE 
RESEARCH DESIGN AND METHODOLOGY 
3.0 Introduction 
The chapter offers an explanation to what type of the research procedure this study has 
adopted, it shows the methodology that was adopted, defines study population , sampling 
design to be used, data analysis and collection methods. It also includes pilot study, reliability, 
validity and ethical consideration.   
3.1 Research Design  
Research design is defined as a general outline that is used to answer research questions 
(Orodho, 2005).  The study adopted a descriptive research design. Descriptive research design 
explains and describes why a process or an incident occurred (Cooper & Schindler, 2008). 
The issues in the study being factors affecting customer satisfaction in government parastatals 
with reference to Kenya pipeline company as case study.  The descriptive research design 
address when, why, what, how and who questions in the research.  Issues and matters are 
profiled in order to help the researcher to analyze the problem in question with the view to 
draw specific information about the specific subject and can be useful to the management 
(Mugenda & Mugenda, 2003).  
3.2 Target Population  
Target population is defined as a common set of study units with observable characteristics 
that the research study uses to generalize the results (Mugenda & Mugenda, 2003). The study 
targeted 117 staff at KPC  
Table 3.1: Table showing target population 
Category  Target Population  % 
Senior level management  10 14 
Middle  level management 40 34 
Ordinary staff 67 52 
Total 117 100 
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3.3 Sample and Sample Technique  
The study employed stratified proportional sampling to obtain a suitable unit representative 
analysis.  This was adopted because all the respondents had an equal chance of participation. 
Thus, 10% of the reachable people are adequate for the illustration. Researcher used 50% of 
the target population because of 10% and 20% would provide a smaller audience as 
recommended by Kothari (2004). A sample size of 58 staff at KPC was arrived at through 
proportionate stratified sampling as shown here below in table 3.2 Hence a sample size 
determined in each stratum was achieved as follows: 
Table 3.1:  Table showing research sample size  
Type of trade  Target Population  Sample size  Percentage  
Senior level management 10 5 9 
Middle  level management 40 20 34 
Ordinary staff 67 33 57 
Total 117 58 100 
 
3.4 Research Instruments  
The study adopted questionnaires as the main instrument for collection of primary data. The 
tool is more economical and efficient tool for descriptive research.  For secondary data the 
researcher used journals, books, reports and magazines to gather data that was used for 
literature review.  
3.5 Pilot Study  
The reliability and validity of research instruments was established through pilot study that 
was conducted with 11 staff at KPC that were chosen through random sampling. The staff 
involved did not participate in the final study.  Pilot study constitutes 10% of the target 
population (Cooper & Schindler, 2008).   
3.5.1 Validity  
The study adopted both face visibility and content validity to a certain the legality of research 
instruments. The researcher conducted pilot study to validate the study questionnaires. 
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Content validity draws an interpretation from investigation scores to large domain of a similar 
to choose the investigation.   
3.5.2 Reliability 
Research instrument reliability is defined as the level of instrument internal consistency and 
the stability of the research measuring instruments. If the questionnaires are consistent they 
yields same results each time they are administered, then they are reliable.  The reliability of 
the research instrument was achieved through help of the research supervisor and the pilot 
study.    
3.6 Data Collection Procedure  
Primary data was presented in the actual information that remained poised for the study. 
Questionnaires were self-administered and hand delivered to the target respondents with the 
questionnaire having it picked by the researcher for data analysis. The study adopted 
questionnaires as the main instrument for collection of primary data. The tool is more 
economical and efficient tool for descriptive research.  For secondary data the researcher used 
journals, books, reports and magazines to gather data that was used for literature review.  
 
3.7 Data Analysis and Presentation  
The research study used descriptive statistics for data analysis, the tools for data analysis were 
tabulations and graph presentations that were generated by the aid of excel spread sheets. Data 
that was collected from the field were coded the organized into concepts in relations to study 
variables. Data was tabulated and then frequencies tabulated and percentages calculated and 
interpretations were made.  
3.8 Ethical Consideration  
3.8.1 Voluntary Participation  
The researcher sought consent from respondents and the KPC management before the 
questionnaires were administered. Respondents were asked to verbally consent to participate 
in the study and they were free to opt out of the study at their own will.   
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3.8.2 Informed Consent 
The researcher ensured that the principle of informed consent was properly applied and the 
researcher explain to the respondents the expectations of the study and they were asked to ask 
questions where they was a miss understanding to avoid hang-ups while responding to 
questionnaires.  
3.8.3 Confidentiality 
The researcher grantee the respondents of utmost confidentiality of the responses that they 
will provide and apart from the finding being meant for an examinable project at Management 
University. That data shall not be availed to any other party.   
3.8.4 Anonymity  
The responded were picked through random sampling without any discrimination and 
respondents were required to return the questionnaires in a drop box that even the researcher 
received anonymized responses.  
3.9 Chapter Summary  
The chapter offers an explanation to methodology adopted by the research procedure, defines 
study population, sampling design to be used, data analysis and collection methods. It also 
includes pilot study, reliability, validity and ethical consideration.   
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CHAPTER FOUR  
RESEARCH FINDINGS AND DISCUSSION    
4.0 Introduction  
Research findings and discussion of the study are presented in this chapter. It presents the 
analysis of the information. Responses obtained from participants in the research project, the 
data analysis and findings aims to provide an understanding of factors affecting customer 
satisfaction in government parastatals in Kenya with reference to Kenya Pipeline Corporation.  
4.1 Presentations of research study findings  
4.1.1 Study response rate  
Table 4.1: Table showing response rate 
 
From the research, a total of 58 questionnaires were administered to the respondents. The 
questionnaire that were received as follows, 50 questionnaires were successfully filled, 
returned and taken as a sample. This gave a response rate of 84%.  According to Mugenda and 
Mugenda (2003) a response rate that is above 50% is adequate while 60% is good and above 
70% is best rated. Therefore this response rate was favourable for the study.   
4.1.1 Demographic Information 
These are statistical data about the characteristics of a population that include age, gender, 
level of education, position held in the organization and work experience of the people within 
the population of this research study.  
 
 
 
Category Frequency Percentage 
Response 50 84% 
Non Response 8 16% 
Total 58 100 
18 
Figure 4.1: Figure showing gender of the respondents  
 
 
As shown in figure 4.1 gender of the respondents was as follows male at 58% while female at 
42%.  This can be concluded that views under this study cannot be attributed to any gender 
this is due to the representation was evenly balanced and no opinion can single out to a 
particular gender.  
Figure 4.2: Figure showing respondent’s highest level of education  
 
As shown in figure 4.2 the highest level of education as per the responses were as follows 
48% had graduate degree, Post graduate degrees were at 38% , 22% had diplomas while 8% 
had PhD qualifications. From the responses it can be concluded that respondent’s education 
level is adequate enough to understand and interpret research study questions.   
Male, 58 
Female , 42 
0
10
20
30
40
50
60
70
Frequency Percentage
0 
0 
11 
24 
19 
4 
0% 
0% 
22% 
48% 
38% 
8% 
0 5 10 15 20 25 30
Primary
Secondary
College
Graduate
Post graduate
Doctorate
Bar Graph showing  respondents  highest level of education 
Percentage
Frequency
19 
Table 4.2: Table showing respondents’ position held in the firm 
Variable Frequency Percentage 
Senior Level Management 4 8% 
Middle Level Management 18 36% 
Non-Management Staff 28 56% 
Total 50 100% 
As shown in table 4.2 8% of the respondents were categorized to senior level management, 
36% were in middle level management and finally 56% were non-management staff. The 
study findings shows that respondents were in a better position to give a clear view on 
research questions.    
Figure 4.3: Figure showing respondent years worked in the organization 
 
As shown in figure 4.3 42% of the respondents indicated that they have worked between 10 to 
15 years, 32% had worked between 5 to 9 years and 18% had worked for 16 years and above 
while 8% had worked for the organization for four years or less. The research findings shows 
that the respondents have been in the organization long enough to understand the variables 
under study.  
 
 
 
4 
16 
21 
9 8 
32 
42 
18 
Less than 4 years 5 to 9 years 10-15 years Above 16 years
Figure showing respondent years worked in the organization 
Frequency Percentage
20 
4.1.2 Service Quality   
The researcher sought to determine to what extent does service quality affects customer 
satisfaction at Kenya Pipeline Company, the respondents were instructed to respond to 
various questions and statements.  
Figure 4.4: Figure showing if service quality affects customer satisfaction 
 
Respondent were asked to indicated if service quality affects customer satisfaction and they 
all agreed that it affects 100%. From the findings it can be concluded that customer 
satisfaction at Kenya Pipeline Corporation is affected by service quality as shown in figure 
4.4. And respondent were also to indicate to what extent does service quality affects customer 
satisfaction 42% of the respondents indicated to a very great extent, 40%  indicated great 
extent while 8% indicated little extent while none of the respondent indicated very little extent 
and not sure. The responses are in agreement with other scholar such as Dibb, Pride, Mimikin 
and Farrell (2011) product quality level has an impact on the performance of organization 
which influence’s customer’s trust. Clients are more informed and increase in demanding 
quality product and services, they also confirm whether product brand is certified and it’s of 
good quality.  
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Table 4.3: Table showing if employees will measure customer satisfaction with the 
quality of service they provide  
Category Frequency Percentage 
Strongly Agreed 30 60 
Agreed 20 40 
Disagreed 0 0 
Strongly disagreed 0 0 
I’m not sure 0 0 
Total 50 100 
 
As tabulated in table 4.3 respondents were required to agree or disagree with the statement if 
employees will measure customer satisfaction with the quality of service they provide and the 
response was as follows 60% strongly agreed and 40% agreed. The finding of the study shows 
that the staff at Kenya pipeline corporation if employees measures customer satisfaction with 
the quality of service they provide. 
Figure 4.4: Figure showing the extent in which service quality affects customer relations  
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As shown in figure 4.4 respondent were asked to indicate the extent in which service quality 
affects customer relations 44% indicated to the very great extent, 52% indicated great extent 
while 4% indicated  little extent while none indicated very little extent and not sure, the 
findings shows that service quality affects customer relations at Kenya pipeline corporation. 
4.1.3 Promotion  
The researcher sought to determine if promotion affects customer satisfaction at Kenya 
Pipeline Company, the respondents were instructed to respond to various questions and 
statements.  
Figure 4.5: Figure showing if promotion affects customer satisfaction  
 
As shown in figure 4.5 respondents were asked if promotions affects customer satisfaction at 
Kenya Pipeline Corporation 58% of the respondent indicated no while 42% indicated yes. The 
finds shows that promotions do not really affect customer satisfaction and the respondent 
were also asked to what extent promotion affects customer satisfaction 18% indicated very 
great extent, 22% indicated great extent while 18% indicated 20% indicated little extent, and 
44% indicated very little extent and finally 14% were not sure. Wan-ping and Hseih-
Hong(2010) examine the effects of relationship oriented promotion on customer loyalty in 
reference to the Airline industry. They studied the following variables satisfaction and trust 
with the aid of questionnaires to collect data and measure customer’s opinion and attitude. 
The study established that relationship oriented promotion has a significant positive effect on 
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satisfaction and trust; the study also established that satisfaction, commitment and trust are 
illustrative and powerful components for describing customer loyalty. Another study by 
conducted in 2014 by Ashraf on effects of consumer purchasing power and sales promotion 
techniques. He established that sales promotion are motivated by varies elements that include 
free samples, price discount, social and physical surrounding. The finds were in agreement 
with research conducted by Woo-Choon and Jin- Woo in (2013) that established there a 
significant relationship between sales promotion and customer satisfaction. 
Figure 4.6: Figure showing Kenya Pipeline Corporation has a clear promotion path 
 
As shown figure 4.6 respondents were asked to agree or disagree with if their organization has 
clear path promotion 30% of the respondent strongly agreed, 56% of the respondent agreed, 
8% disagreed and 2% strongly disagreed while 14% were not sure.  
 
 
 
 
 
 
 
 
15 
23 
4 
1 
7 
30% 
56% 
8% 
2% 
14% 
Strongly Agreed
Agreed
Disagreed
Strongly Disagreed
Not Sure
Figure showing Kenya Pipeline Corporation has a clear promotion 
path 
Percentage Frequency
24 
 Table 4.4: Table showing if Kenya Pipeline Corporation has a policy on promotion  
Category Frequency Percentage 
Strongly Agreed 30 60 
Agreed 20 40 
Disagreed 0 0 
Strongly disagreed 0 0 
I’m not sure 0 0 
Total 50 100 
 
As shown in table 4.4 respondent were asked to indicate if the organization had a policy on 
product promotion 60% of the respondent strongly agreed, while 40% agreed and none of the 
respondent disagreed, strongly disagreed or were not sure. The study establishes that Kenya 
pipeline corporation has a clear policy on sales promotion.   
4.1.4 Perceived Quality   
The researcher sought to determine if promotion affects customer satisfaction at Kenya 
Pipeline Company, the respondents were instructed to respond to various questions and 
statements.  
Figure 4.7: Figure showing if perceived quality affects customer satisfaction 
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Respondent were asked to indicated if perceived quality affects customer satisfaction and they 
all agreed that it affects 100%. From the findings it can be concluded that customer 
satisfaction at Kenya Pipeline Corporation is affected by perceived quality as shown in figure 
4.7. The  respondent were also to indicate to what extent does perceived quality affects 
customer satisfaction 42% of the respondents indicated to a very great extent, 40%  indicated 
great extent while 8% indicated little extent while none of the respondent indicated very little 
extent and not sure. Jimenez and Casadesus (2008) researched on the customer quality 
perception and the responses were based on customers’ requirements and 21% represented 
new market access while 18% represented customer relationship management and 16% 
represented improved customer services and finally 8% were for client’s audits. The study 
further established that customer satisfaction increases purchasing power and organization 
experience less customer complains that influences external clients. Clients play an important 
role in quality management, because their demand products with higher standards therefore 
organizations are obligated in improving customer value proposition. 
Figure 4.8: Figure showing the best perceived quality service provided at Kenya Pipeline 
Corporation 
 
As shown in figure 4.8 respondents were asked which in the list provided best describes the 
perceived quality of services provided at KPC 50% of the respondent indicated meeting 
customer expectations, 30% indicated meeting organization and 20%  indicated  delighting 
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the customer. The finds shows that at Kenya Pipeline Corporation perceived quality is to meet 
customer expectation.  
4.1.5 Customer Loyalty  
The researcher sought to determine to what extent does perceived quality affects customer 
satisfaction at Kenya Pipeline Company, the respondents were instructed to respond to 
various questions and statements.  
Table 4.5: Table showing if customer loyalty affects customer satisfaction 
Category Frequency Percentage 
Yes 40 80 
No 10 20 
Total 50 100 
 
As tabulated in table 4.5 respondents were asked if they believe that customer loyalty affects 
customer satisfaction at Kenya Pipeline Company, Majority at 80% indicated yes while 20% 
of the respondents indicated no. the findings shows that customer loyalty has a significant 
influence with customer satisfaction. 
Figure 4.9: Figure showing to what extent does customer loyalty affects customer 
satisfaction  
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As shown in figure 4.9 respondents were asked to indicate the extent in which customer 
affects customer satisfaction and the responses were as follows 24% indicated to the very 
great extent 56% indicated to a great extent, 14% indicated little extent while 6% indicated 
very little extent and none indicated not sure. The study findings indicate that customer 
loyalty affects customer satisfaction. And respondent were asked their variation in which 
customer royalties affect customer satisfaction 24% strongly agreed, 56% Agreed, 14% 
disagreed while 6% strongly agreed and none indicated not sure. The findings of the study 
agrees with other scholars such Tobe and Thomas (2013) established that loyal customers are 
more profitable and customer loyalty is often expressed in behaviour loyalty (customers 
express it through repeating buying behaviour) and emotional loyalty (customers expresses it 
through belief and vision impression of the organization). A study by Brown and Gremler 
(2009) established that customer loyalty shows customers positive attitude for repeating 
buying behaviour on various services and products. Customer’s loyalty shows high level of 
trust to a service or a product and also has a faith in the organization that manufacture the 
product or that provide the service. 
4.1.6 Customer Satisfaction  
The researcher sought to determine if customer loyalty affects customer satisfaction at Kenya 
Pipeline Company, the respondents were instructed to respond to various questions and 
statements.  
Table 4.6: Table showing if customer care staff are well trained  
Category Frequency Percentage 
Yes  40 80 
No 10 20 
Total 50 100 
 
As shown in table 4.6 respondents were asked if customer care staffs well trained at Kenya 
Pipeline Company; Majority of the respondent 80% indicated yes while 20% indicated no. the 
findings shows that customer care staff at  Kenya Pipeline Company are trained in customer 
care. 
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Table 4.7: Table showing if client service representative at Kenya Pipeline Company act 
in customer’s best interest 
Category Frequency Percentage 
Yes  30 60 
No 20 40 
Total 50 100 
 
As shown in table 4.7 respondents were asked if the client service representative at Kenya 
Pipeline Company act in customer’s best interest and the responses were as follows 60% 
indicated yes while 40% indicated no. it can be concluded that the majority believed that 
client service representative serve the best interest of the customer. 
Table 4.8: Table showing if services staff at Kenya Pipeline Company behaves in a 
professional manner 
Category Frequency Percentage 
Yes  40 80 
No 10 20 
Total 50 100 
 
As shown in table 4.8 respondents were asked if services staff at Kenya Pipeline Company 
behaves in a professional manner, majority of the respondent 80% indicated yes while 20% 
indicated no. the findings shows that services staff at  Kenya Pipeline Company are 
professional.  
Table 4.9: Table showing if respondents are satisfied with customer care services at 
Kenya Pipeline Company  
Category Frequency Percentage 
Yes  30 60 
No 20 40 
Total 50 100 
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As shown in table 4.9 respondents were asked if they are satisfied with customer care services 
at Kenya Pipeline Company and the responses were as follows 60% indicated yes while 40% 
indicated no. The findings shows that the majority are satisfied with customer care services at 
Kenya Pipeline Company. According to Anderson, Lehmann and Farnell (2014) customer 
satisfaction process are all the machinery at the disposal of an organization.  Concentrating on 
customer information helps organization to understand customer’s views and trends on the 
services provided.  The quality of service provided determines the level of satisfaction of the 
customer even though what is seen as quality by one customer may not necessarily be quality 
to another. What keeps this organization a head is the quality of service they provide in order 
to attract and retain their valued asset that is the customer. Customers’ expectations are 
derived from own accumulation of contracts with their service providers and they are 
generalized in terms of expectations from the services and goods provided.  
4.2 Limitations of the Study  
The researcher was faced with different challenges such as characteristics and nature of the 
organization respondents most of them were reluctant to respond to the research study for fear 
of being reprimanded by the organization management. The researcher assured the 
respondents that the management authorised the study to be conducted in the institution.  
4.3 Chapter Summary  
This chapter has presented research findings and discussion of the study data has been 
tabulated and presented in tables and figures. It presents the analysis of the data information. 
Responses obtained from participants in the research project, the data analysis and findings 
aims to provide an understanding of factors affecting customer satisfaction in government 
parastatals in Kenya with reference to Kenya Pipeline Corporation.  
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CHAPTER FIVE 
SUMMARY, RECOMMENDATIONS AND CONCLUSIONS 
5.0 Introduction  
The chapter present a summary of research findings, recommendations and conclusion in 
relation to study variables based on research study findings which aim was to determine the 
factors affecting customer satisfaction in government parastatals in Kenya with reference to 
Kenya Pipeline Corporation.  
5.1 Summary of the Finding 
5.1.2 To determine if service quality affects customer satisfaction at KPC.  
Respondent were asked to indicated if service quality affects customer satisfaction and they 
all agreed that it affects. From the findings it can be concluded that customer satisfaction at 
Kenya Pipeline Corporation is affected by service quality and respondent were also to indicate 
to what extent does service quality affects customer satisfaction majority of the agreed to 
great extent while few indicated little extent. Respondents were required to agree or disagree 
with the statement if employees will measure customer satisfaction with the quality of service 
they provide and they all agreed and finally respondent were asked to indicate the extent in 
which service quality affects customer relations majority indicated great extent while few 
indicated little extent, the findings shows that service quality affects customer relations at 
Kenya pipeline corporation. The responses are in agreement with other scholar such as Dibb, 
Pride, Mimikin and Farrell (2011) product quality level has an impact on the performance of 
organization which influence’s customer’s trust. Clients are more informed and increase in 
demanding quality product and services, they also confirm whether product brand is certified 
and it’s of good quality. Clients are more informed and increase in demanding quality product 
and services, they also confirm whether product brand is certified and it’s of good quality. 
5.1.2 To establish whether promotion affects customer satisfaction at KPC  
Respondents were asked if promotions affects customer satisfaction at Kenya Pipeline 
Corporation majority agreed while a few disagreed, respondents were also asked to what 
extent promotion affects customer satisfaction majority agreed with the statement and 
indicated great extent while minority indicated little extent. Respondents were asked to agree 
or disagree with if their organization has clear path promotion 86% of the respondent agreed, 
14% disagreed. Respondent were asked to indicate if the organization had a policy on product 
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promotion all the respondents agreed. Wan-ping and Hseih-Hong(2010) examine the effects 
of relationship oriented promotion on customer loyalty in reference to the Airline industry. 
They studied the following variables satisfaction and trust with the aid of questionnaires to 
collect data and measure customer’s opinion and attitude. The study established that 
relationship oriented promotion has a significant positive effect on satisfaction and trust; the 
study also established that satisfaction, commitment and trust are illustrative and powerful 
components for describing customer loyalty. Another study by conducted in 2014 by Ashraf 
on effects of consumer purchasing power and sales promotion techniques. He established that 
sales promotion are motivated by varies elements that include free samples, price discount, 
social and physical surrounding. The finds were in agreement with research conducted by 
Woo-Choon and Jin- Woo in (2013) that established there a significant relationship between 
sales promotion and customer satisfaction. 
 
5.1.3 To examine whether perceived quality affects customer satisfaction at KPC 
Respondent were asked to indicated if perceived quality affects customer satisfaction and they 
all agreed that it affects and to what extent does perceived quality affects customer 
satisfaction majority of the respondents indicated to great extent while a few indicated little 
extent. Respondents were asked which in the list provided best describes the perceived quality 
of services provided at KPC 50% of the respondent indicated meeting customer expectations, 
30% indicated meeting organization and 20% indicated delighting the customer. The finds 
shows that at Kenya Pipeline Corporation perceived quality is to meet customer expectation. 
The study findings are in agreement with Casadesus and Jimenez (2008) in studying quality 
perception by customers and the responses were based on clients requirements, new markets 
access were represented with; customer relations improvements achieved; improvement in 
services to customer were and the study establish increased customer satisfaction, less 
customer complaints and the increase in purchasing power influences aspects related external 
customers.  
5.1.4 To establish if customer loyalty affects customer satisfaction at KPC 
Respondents were asked if they believe that customer loyalty affects customer satisfaction at 
Kenya Pipeline Company, Majority indicated yes and respondents were asked to indicate the 
extent in which customer affects customer satisfaction and the responses were as follows 80% 
indicated to the great extent and 20% indicated little extent. Respondent were asked their view 
on variation in which customer royalties affect customer satisfaction 80% Agreed and 20% 
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disagreed. The findings of the study agrees with other scholars such Tobe and Thomas (2013) 
established that loyal customers are more profitable and customer loyalty is often expressed in 
behaviour loyalty (customers express it through repeating buying behaviour) and emotional 
loyalty (customers expresses it through belief and vision impression of the organization). A 
study by Brown and Gremler (2009) established that customer loyalty shows customers 
positive attitude for repeating buying behaviour on various services and products. Customer’s 
loyalty shows high level of trust to a service or a product and also has a faith in the 
organization that manufacture the product or that provide the service. 
 
5.1.5 Customer Satisfaction  
Respondents were asked if customer care staffs well trained at Kenya Pipeline Company; 
Majority of the respondent indicated yes and respondents were also asked if the client service 
representative at Kenya Pipeline Company act in customer’s best interest and the responses 
were as follows majority indicated yes while minority indicated no,  respondents were asked 
if services staff at Kenya Pipeline Company behaves in a professional manner, majority of the 
respondent 80% indicated yes while 20% indicated no. Respondents were asked if they are 
satisfied with customer care services at Kenya Pipeline Company and the responses were as 
follows 60% indicated yes while 40% indicated no. The findings shows that the majority are 
satisfied with customer care services at Kenya Pipeline Company. According to Anderson, 
Lehmann and Farnell (2014) customer satisfaction process are all the machinery at the 
disposal of an organization.  Concentrating on customer information helps organization to 
understand customer’s views and trends on the services provided.  The quality of service 
provided determines the level of satisfaction of the customer even though what is seen as 
quality by one customer may not necessarily be quality to another. What keeps this 
organization a head is the quality of service they provide in order to attract and retain their 
valued asset that is the customer. Customers’ expectations are derived from own accumulation 
of contracts with their service providers and they are generalized in terms of expectations 
from the services and goods provided. 
5.2 Recommendations  
The management of Kenya Pipeline Corporation should strive achieve customer satisfaction 
through provision of quality services and quality goods. To ensure organization continues to 
offer excellence services to clients, the organization should have a quality management 
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mechanism that will always act like a benchmark to ensure quality service always. In order 
for the company to retain its image the management should ensure that service chatter is 
protected at all cost and this can be achieved when customer satisfaction is achieved, timely 
service delivery, quality service among others.  
 
Human resource department at Kenya Pipeline Corporation should come up with good human 
resource policies to increase job performance. This can be achived by paying particular 
attention by involving the customer service consultants  through encouraging more training, 
use of job manuals and continuous new hire orientation in all stages as they facilitate the  job 
performance. Training and development is a useful tool for employees to perform their jobs, if 
training and develoment programmes are periodically arranged employees skills are regularly 
improved hence better performance, Kenya Pipeline Corporation should know that Training 
and development of individual staff enhances satisfaction as well as performance. 
Working environment impacts on customer service and Kenya Pipeline Corporation should 
create work effectiveness by creating conducive and comfortable working environment for 
ease of staff to perform their duties in an effective and efficient manner. The HR and 
Administration department should ensure that staff work station is designed in such a way that 
its doesn’t affect employee productivity. Better working conditions are enhanced in a 
presence of elegant work environment and increases employee satisfaction level and hence 
improved service quality to customers. 
Management of Kenya Pipeline Corporation should ensure that customer service policy 
should be implemented if it’s not available the senior management should develop one. The 
organization should invest in system that assess the performance of customer care staff and 
should allow customers to complain about unethical staffs. The system should be in a position 
to identifying key performance which reflects on how companies respond to customers’ 
expectations. 
To improve in relations building with customers the management of KPC should carry out 
frequent research on its services and products to gather information on customer needs and 
taste, this will help in continues improvement and addressing more customer needs. Product 
promotions should be based on organization policies.  
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5.3 Conclusion  
Customer satisfaction is achieved when quality customer service is delivered, that depends on 
establishing clear, concise and realistic service standards that are precise in meaning, short 
and to the point that can be measured, attainable and practical in nature.  The objective of 
organization is to create a mutual beneficial relationship between itself and its clients. 
Customer expectation and requirements of a product or service lies purely on customers own 
understanding. The relation between customer satisfaction and customer service is very 
important for organization development and growth. Higher level of customer satisfaction has 
positive impact on the organization economic profit and contributes to the creation of loyal 
customers which results in to stable future cash flow. 
The modern business place is extremely competitive and organization are required to have a 
competitive advantage  that makes them stand out , more appealing and interesting to 
potential and existing customers. Organization with superior customer service is found to be 
among the market leaders in terms of customer retention and customer retention as well as 
sales. What keeps this organization a head is the quality of service they provide in order to 
attract and retain their valued asset that is the customer. Customer satisfaction is achieved 
when quality customer service is delivered, that depends on establishing clear, concise and 
realistic service standards that are precise in meaning, short and to the point that can be 
measured, attainable and practical in nature.  
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APPENDIX 1: LETTER OF INTRODUCTION 
Dear Respondent 
My Names are Miriam Shigadi   I study at Management University of Africa as part of 
requirement to graduate with a degree in BML in required to conduct a research study: 
FACTORS AFFECTING CUSTOMER SATISFACTION IN GOVERNMENT 
PARASTATALS: A CASE STUDY OF KENYA PIPELINE COMPANY.  I ask your 
assistance in filling the attached questionnaire to the best of your knowledge.  That data and 
information that you will provide will be used purely for this research study and it will be 
treated with strict confidentiality. Kindly note that your names shall not appear anywhere in 
the report document.   
Thank you  
   
Yours Faithfully, 
Miriam Shigadi 
Management University of Africa 
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APPENDIX II : QUESTIONNAIRE 
1. What is your gender       Male {    }    Female {    }     
2 Indicate your level highest of education (Tick one) 
 Primary {    }      Secondary {    }                   College {    }             Graduate  {    }      
Post graduate   {    }     Doctorate  {    }        
 
3.  Indicate your rank in the organization  
Senior level management {    } Middle level management [    ] Ordinary staff {    }     
 
4. How many years have you worked in the organization?  
Below 4 years   [    ]      5 years - 9years {    }        10 years - 15years {    }         
above 16years Years   {    }   
 
Part II 
SERVICE QUALITY   
1. Does service quality affects customer satisfaction at Kenya Pipeline Company?  
 
a) Yes     {    }   b) No   {    } 
2. To what extent does service quality affects customer satisfaction at Kenya Pipeline 
Company? 
  i. Very great extent {    }        ii. Great extent {    }       iii. Little extent {    }     iv. Very 
little  extent {    }      v.  I’m not sure   {    }         
3. Employees will measure customer satisfaction with the quality of service they provide  
i. Strongly agree  {    }        ii. Agree {    }       iii. Disagree {    }     iv. Strongly disagree 
{    }    v.  I’m not sure   {    }  
4. To what extent does service quality affects customer relations at Kenya Pipeline 
Company? 
  i. Very great extent {    }        ii. Great extent {    }     iii. Little extent {    }     iv. Very 
little extent {    }      v.  I’m not sure   {    }         
40 
PROMOTION  
5. Do you believe that promotion affects customer satisfaction at Kenya Pipeline Company? 
 a) Yes     {    }   b) No   {    } 
6. To what extent does promotion affects customer satisfaction at Kenya Pipeline 
Company?  i. Very great extent {    }        ii. Great extent {    }       iii. Little extent {    }     
iv. Very great extent {    }      v.  I’m not sure   {    }     
7. The organization has clear path promotion   
 i. Strongly agree {    }     ii. Agree {    }       iii. Disagree {    }  iv. Strongly disagree {    }    
v.  I’m not sure   {    }   
8. The organization has a policy of promotion?  
i. Strongly agree {    }        ii. Agree {    }    iii. Disagree {    }  iv. Strongly disagree {    }    
v.  I’m not sure   {    }     
  
PERCEIVED QUALITY   
9. Do you believe that perceived quality affects customer satisfaction at Kenya Pipeline 
Company? a) Yes     {    }   b) No   {    } 
10. To what extent do perceived quality affects customer satisfaction at Kenya Pipeline 
Company? 
  i. Very great extent {    }        ii. Great extent {    }       iii. Little  extent {    }     
 iv. Very little extent {    }      v.  I’m not sure   {    }    
11. Which in the list provided best describes the perceived quality of services provided at 
KPC?  
i. Meeting customer expectations {   }   ii. Delighting the customer {   } iii. Meeting 
organization expectation {    } 
CUSTOMER LOYALTY  
12. Do you believe that customer loyalty affects customer satisfaction at Kenya Pipeline 
Company?  
a) Yes     {    }   b) No   {    } 
13. To what extent does customer loyalty affect customer satisfaction at Kenya Pipeline 
Company?  
 i. Very little extent {    }        ii. Great extent {    }       iii. Little extent {    }    
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  iv. Very little extent {    }      v.  I’m not sure   {    }     
14. The variation in customer loyalty affects customer satisfaction at Kenya Pipeline 
Company?  
 i. Strongly agree {    }        ii. Agree {    }       iii. Disagree {    }     iv. Strongly disagree 
{    }     v.  I’m not sure   {    } 
 
CUSTOMER SATISFACTION  
15.  Are customer care staffs well trained at Kenya Pipeline Company?  
a) Yes     {    }   b) No   {    } 
16.  Are services staff at Kenya Pipeline Company behaves in a professional manner?  
a) Yes     {    }   b) No   {    } 
17. Does the client service representative at Kenya Pipeline Company act in customer’s best 
interest?  
a) Yes     {    }   b) No   {    } 
 
18. Are services staff at Kenya Pipeline Company behaves in a professional manner?  
a) Yes     {    }   b) No   {    } 
 
19. Are you satisfied with customer care services at Kenya Pipeline Company?  
Yes     {    }   b) No   {    } 
Thank you for participation 
 
